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networks	 and	 global	 focus.	 These	 provide	 the	 opportunities	 for	 Olympic	 bid	 cities	 to	 achieve	 the	












and	 Calvert,	 2015).	 There	 is	 increasing	 evidence	 that	 healthy	 competition	 to	 host	 the	Olympics	 is	
coming	 to	 an	 end;	 the	 2004	Olympic	 Games	 had	 11	 bidders,	 yet	 just	 Los	 Angeles	 and	 Paris	were	
ultimately	in	contention	for	the	2024	and	2028	Games.	The	decline	in	bid	cities	has	been	exacerbated	











While	there	 is	a	growing	body	of	 literature	as	to	the	types	of	 legacies	that	nations	seek	by	hosting	
mega-events,	 the	 ways	 in	 which	 a	 bid	 can	 be	 leveraged	 are	 under-researched.	 This	 paper,	 using	






falls,	 it	 is	 clear	 that	 the	 current	 outcomes	 for	 bidding	 for	 an	 Olympic	 Games	 are	 not	 sufficiently	
rewarding	 to	 entice	 new	 bidders.	 This	 paper	 proposes	 that	 the	 bid	 process	 itself	 can	 be	 used	 to	
leverage	positive	outcomes,	and	thus	these	benefits	should	be	considered	when	deciding	whether	to	
bid.	 The	 question	 regarding	 legacy	 of	 the	 bid	 is	 a	 comparatively	 recent	 addition	 to	 the	 Olympic	
questionnaire,	and	therefore	bid	cities	may	not	be	aware	of	the	ways	in	which	even	an	unsuccessful	




For	 several	 years,	 the	 rhetoric	 surrounding	 the	hosting	of	mega-events	has	been	 that	of	 legacy,	 a	
concept	encouraged	by	the	IOC,	with	the	term	being	used	49	times	in	the	Candidature	Questionnaire	
for	the	2024	Olympic	Games.	The	most	used	definition	of	legacy	is	that	of	Preuss:	“irrespective	of	the	
time	 of	 production	 and	 space,	 legacy	 is	 all	 planned	 and	 unplanned,	 positive	 and	 negative	 and	
intangible	structures	created	for	and	by	a	sport	event	that	remain	longer	than	the	event	itself”	(2007,	
p.211).	However,	the	very	fact	that	an	outcome	is	mentioned	in	a	candidate	file	 indicates	that	 it	 is	
planned,	while	a	bidder	is	very	unlikely	to	include	negative	outcomes	in	a	document	that	is	intended	
to	be	promotional.	Consequently,	the	concept	of	 leveraging	 is	more	appropriate	for	examining	the	


















this	tactic	has	been	recognised	by	Torres	(2012),	who	argues	that	 it	 is	 in	the	best	 interest	of	some	
cities	 to	bid	 for	Olympic	Games,	and	not	ultimately	host.	 Instead,	 these	cities,	which	Torres	 terms	
‘utilitarian’	bidders,	should	use	the	bid	as	a	tool	to	leverage	economic	and	branding	opportunities.	
Using	a	bid	to	leverage	positive	outcomes	will	typically	involve	a	bid	city	using	the	bid	itself	as	a	‘hook’	
to	 gain	 additional	 support	 from	 levels	 of	 government	 elsewhere	 in	 a	 country.	 For	 example,	Oliver	
(2013)	 and	 Lauermann	 (2016)	 detail	 the	 ways	 in	 which	 government	 and	 political	 support	 can	 be	
leveraged	during	a	bid	phase	for	urban	development.	In	the	case	of	Toronto,	the	city	used	the	bid	to	











outcome.	 As	 Chalip	 and	 Leyns	 (2002)	 recognise,	 event	 organisers’	 priority	 is	 the	managing	 of	 the	















unlikely	 to	 immediately	generate	 tourist	visitors.	However,	business	networking,	and	collaboration	



















advantage	 of	 the	 global	 media	 attention	 to	 change	 the	 image	 of	 the	 nation.	 The	 branding	







able	 to	 use	 the	 bid	 process	 to	market	 themselves.	 Further,	Manchester’s	 Olympic	 bids	 were	 the	
























activity	 have	 been	 unsuccessful	 (Derom	 and	 VanWynsberghe,	 2015).	 Taks,	 et	 al.	 (2013,	 p.	 15)	
summarise	the	issues	facing	hosts	and	identify	eight	tactics	that	should	be	used;	(a)	the	involvement	
of	 schools,	 (b)	 exhibition	 events	 for	 children,	 (c)	 meet	 and	 greet	 opportunities	 with	 athletes,	 (d)	

















if	 it	 requires	businesses	who	normally	 compete	with	each	other	 to	 interact	and	share	 information	
(Chalip,	2014).	While	this	is	a	specific	issue,	Smith	(2014)	offers	a	more	theoretical	problem;	leverage	
is	principally	a	narrative	to	support	the	political	motivations	behind	the	hosting	of	an	event.	Smith	
goes	 further,	 tentatively	putting	 forth	the	question	that	 if	mega-events	may	be	hosted	purely	as	a	
means	through	which	to	 leverage	social	or	economic	outcomes,	then	does	this	suggest	that	mega-
events	themselves	are	in	fact	expensive	distractions	from	the	ultimate	social	or	economic	objectives?	
























Chicago	 2016	 Summer	 Benefits	Of	The	Bid	 177	 Chicago	2016	(2009,	p.	21)	
Madrid	 2016	 Summer	 Benefits	of	Bidding	 455	 Madrid	2016	(2009,	p.	19)	
Rio	 2016	 Summer	 Benefits	of	Bidding	 216	 Rio	2016	(2009,	p.	23)	
Tokyo	 2016	 Summer	 Welcome	benefits	from	Tokyo's	bid	 388	 Tokyo	2016	(2009,	p.	28)	







Chang	 2018	 Winter	 Benefits	of	PyeongChang's	Bids	 384	
PyeongChang	2018	(2011,	
p.21)	
Istanbul	 2020	 Summer	 Benefits	of	bidding	 175	 Istanbul	2020	(2013,	p.	21)	
Madrid	 2020	 Summer	 Benefits	of	the	Bid	 316	 Madrid	2020	(2013,	p.	17)	
Tokyo	 2020	 Summer	 Benefits	of	bidding	 193	 Tokyo	2020	(2013,	p.	6)	
Almaty	 2022	 Winter	 Legacy	of	bidding	for	the	Games	 125	 Almaty	2022	(2015,	p.	13)	
Beijing	 2022	 Winter	 Legacy	of	the	Bid	 155	 Beijing	2022	(2015,	p.	19)	
Budapest	 2024	 Summer	 Bidding	and	hosting	benefits	 307	 Budapest	2024	(2017,	p.	24)	
LA	 2024	 Summer	 Benefits	beyond	the	Games	 640	 LA	2024	(2017,	p.	20)	
Paris	 2024	 Summer	 Outstanding	economic,	social,	environmental	and	sport	benefits	 211	 Paris	2024	(2017,	p.	39)	




























































Once	 this	 had	 been	 completed,	 the	 answers	 were	 coded	 a	 second	 time,	 to	 identify	 the	 four	






This	research	has	 identified	a	key	 leverageable	resource;	the	bid	process	 itself.	An	Olympic	bid	 is	a	








with	 a	 prominent	 focus	 on	 the	 strategic	 objectives	 within	 Chalip’s	 (2004)	model.	 As	will	 be	 seen,	
opportunities	 were	 discussed,	 but	 appear	 to	 be	 thought	 of	 as	 end	 goals	 in	 their	 own	 rights.	 For	
example,	several	bidders	mentioned	the	positive	feelings	that	a	bid	can	engender	for	the	community,	
viewing	this	as	a	strategic	objective,	rather	an	opportunity.	Similarly,	increases	in	government	funding	
and	 community	 engagement	were	 viewed	as	outcomes	 in	 their	 own	 rights,	 rather	 than	means	 by	
which	further	strategic	outcomes	can	be	realised.	














































profile.	 While	 the	 IOC	 has	 strict	 regulations	 as	 to	 the	 ways	 in	 which	 a	 bid	 city	 can	 market	 itself	
internationally	(IOC	2015b),	bidders	still	viewed	the	process	of	an	Olympic	bid	as	a	way	for	a	city	to	be	




It	 is	 clear	 that	 the	 enhanced	 attention	 and	 focus	 on	 the	 bidder	 is	 the	 opportunity,	 and	 that	 an	
enhanced	global	image	and	profile	is	the	strategic	objective.	However,	as	with	urban	development,	








state	 and	 federal	 government,	 from	 sport,	 business,	 education,	 technology,	 culture	 and	 the	















This	 leverageable	 resource	 creates	 several	 opportunities,	 the	 first	 of	 which	 is	 the	 pride	 that	 is	




















































that	 community	 engagement	 occurs	 throughout	 the	bid	 (Oliver,	 2011).	While	 this	 is	 not	 expressly	
discussed	within	the	bid	documents,	the	need	for	consultation	within	the	local	communities	has	been	












stakeholders.	 In	 order	 to	 bid,	 the	 National	 Olympic	 Committee	 and	 government	 need	 to	 work	
together,	while	 private	 investment	will	 often	 be	 sought	 to	 help	 fund	 the	 bid	 (Andranovich,	et	 al.,	
2001).	This	collaboration	is	detailed	by	Munich	2018,	Almaty	2022,	and	Rome	2024	but	all	view	the	
networks	 formed	 as	 the	 final	 outcome,	 rather	 than	 as	 an	 opportunity	 for	 future	 development.	
However,	drawing	on	 the	 literature,	 it	 can	be	 seen	 that	 a	bid	 is	 an	opportunity	 for	 a	 city	 to	bring	
together	these	different	organisations	to	network	and	work	together.	The	networking	opportunities	
are	 clear;	 each	candidate	 file	notes	 that	 it	will	work	 closely	with	 the	 IOC,	TOP	 sponsors,	 and	 local	
partners,	 with	 the	 Chicago	 2016	 candidate	 file	 listing	 three	 pages	 of	 donors,	 which	 range	 from	
individuals	to	multinational	organisations	such	as	Goldman	Sachs	(Chicago	2016,	2009b,	pp.	163-165),	
with	several	local	businesses	included.	An	Olympic	bid	appears	to	be	an	ideal	opportunity	for	a	bid	




firms	 to	network	with	domestic	 firms,	and	 thus	encourage	 trade.	 If	a	bid	city	provides	networking	
opportunities	for	domestic	firms,	then	this	is	unlikely	to	increase	national	trade,	and	will	not	boost	the	
economy	 in	 the	 same	 way.	 However,	 plans	 that	 allow	 domestic	 businesses	 to	 network	 with	
international	organisations	still	allow	the	opportunity	for	knowledge	sharing	and	to	provide	business	
development	opportunities	(Mitchell,	Schlegelmilch	and	Mone,	2016).	









the	few	ways	 in	which	a	city	can	promote	 itself	during	the	bid	phase.	Further,	 international	media	















This	 study	 has	 extended	 the	 leveraging	 literature	 to	 encompass	 an	 area	 that	 has	 thus	 far	 been	






of	 both	 the	 impact	 of	 Olympic	 bids,	 and	 of	 leveraging	 mega-events.	 Leverage	 has	 thus	 far	 been	




when	considering	Olympic	bids,	and	 in	particular	the	ways	 in	which	these	bids	can	be	 leveraged,	a	










of	 the	 bid	 viewed	 separately.	 This	 research	 has	 demonstrated	 how	 these	 different	 legacies	which	
bidders	are	already	working	towards	can	be	used	collectively	to	leverage	further	positive	outcomes.	
Limitations	
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